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The Company, in 1991，entered into a licensee agreement with Claude Montana to 
produce watches under the latter's name. Claude Montana is a well-known French 
fashion house and there are special retail outlets in its name in Hong Kong. It is 
reputable for its daring use of colours and simplicity in cutting & design. 
This paper attempts to formulate a marketing plan for the Company to promote the 
watches under Claude Montana's name in the local market. This topic is of particular 
interest as nowadays, many Hong Kong manufacturers want to establish the 'private 
label，status for their products in order to increase their competitive edge and achieve a 





One of the major objectives of this project is to formulate, through a study of the 
watch industry framework and the buying behaviour on watches by population in Hong 
Kong, a successful marketing programme for the launching of French-based CLAUDE 
MONTANA brand-name watch in the Hong Kong market by Asia Commercial Holdings 
Co. Ltd., a Hong Kong based watchmaker with shares listed on the Hong Kong Stock 
Exchange. 
In the Chapter that follows, an overview of the watch industry, competitive profile 
will be introduced. Aslo discussed in this Chapter is profile of Asia Commercial which 
included development of the company's business since its public-listing in 1987，its 
positioning in the watch industry in the territory and its capability with respect to 
producing and marketing brandname watches. 
Based on product attributes, positioning of MONTANA was done with reference to 
brand-name watches retailing in Hong Kong. Moreover, the target market was defined. 
Due to the time involved, CONVENIENT SAMPLES were used. Nevertheless, based 
on knowledge on attributes of the watch，our target markete is geared to white collar 
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middle-management and/or above who belong to the higher income brackets and most 
of them with good education (i.e. tertiary educational level or above). 
A research by way of questionnaire was conducted on a sample (method of selecting 
the sample as mentioned in previous paragraph) of buyers belonging to the target group 
with focus on three areas namely purchasing pattern on watches, awareness of the 
brand-name and areas of features preferred (i.e. product preference). Originally, it was 
our intention to conduct a casual survey on some of the watch retailers so as to gather 
more information to prepare for our questionnaire research; we subsequently dropped 
this idea as such information we had obtained during the interview with Asia 
Commercial which maintains good feel of the retail market after having launched a 
number of brand-name watches and developed good information flow from retailers in 
their business association. 
Attempts would be given to create a marketing action plan with emphasis on 
customer (the target group )，product (the MONTANA watches), price (price range), 
distribution and sales force. As this is the launch of new product, focus would be to 
deliver message with maximum affordable frequency and impact to the targeted market. 、 
As such, we did not attempt to set a budget for the new launch but to have a general 
advertising plan proposed to the company citing out the general direction of the 
advertising programme in conjunction with our promotion strategy. The budget would 
therefore depend on the finally agreed scale of promotion by the company bearing in 
mind the desired level of reach and penetration on the target prospects. 
CHAPTER m 
MARKET PROFILE 
Hong Kong is renowned for its laisez-faire policy and there is no restriction on the 
importation of any consumer goods, including watches. That is entry barrier in the 
sense of import restriction does not exist. Also, Hong Kong in physical size is small, 
hence making it easy to launch advertising campaigns. This aspect makes the watch 
business a very competitive industry. However, the size of the local market cannot be 
said to be large vis-a-vis the world market. (There is no official record of the quantity 
of watches sold in the domestic market.) As such, not all international brands make an 
appearance in Hong Kong. As a result, there are not many 'domesically focused' 
promotions of brands in Hong Kong. It began in early 80s that locally produced 
promotion campaigns became prevalent, starting from Charles Jordan of Dickson 
Concepts and then various brands like Titus, Smash, both owned by Stelux. For other 
brands, notably Rolex, Longines and other Swiss watches, the advertisements that they 
put on are probably targeted at international markets rather than for the domestic one. 
On the other hand, the size of the Hong Kong market is growing because of: 
1. demographic factors 
Population and people's income have increased as well as the age distribution has 
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changed in the last ten years. Population was 5.67 million in ,91 as compared to some 
4.5 million in '81. For the median age, it has risen from 26 years in '81 to 32 in 
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’91 while the median of household income has grown from $5,160 in '86 to $9,964 in 
' 9 1 T h i s means that the purchasing power has improved. Also those at 30-35 age 
group (largest age group) should have had several years of working experience and 
should have higher personal wealth/income as they move up the social ladder. 
2. change in purchasing pattern 
In the 60s when Hong Kong economy has not yet taken off, it was rare for people to 
have more than 1 watch. But according to SRH's report in '86, 17% of the population 
had 2 watches or m o r e . This finding is not very significant but can reveal that at 
least people have changed their old-time attitude that timepiece is a necessity and that 
one is enough. The market size is growing but still has room for expansion as the bulk 
(83%) of the people, according to SRH's report in '86, only has one watch or none at 
all. ^ 
The watch market can be broadly divided into 2 segments, namely jewellery and usual 
wrist watches. Jewellery watches are decorated with gemstones and retail prices are 
easily over $100,000. Here Claude Montana brand is not intended to be classified as 
jewellery watch and hence our analysis will only focus on the usual wrist watch market 
segment. 
8. Census Department. Hong Kong Census Report 1991. p. 9 
9. SRH. SRH Media Index Advertising Report 1986. 
r 
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The watch market can be described as facing a monopolistic competition situation with 
the following characteristics: 
1. Number of brands exceeds 250, of which no one is able to dominate the domestic 
market. 
2. Low entry barrier because there is no import tax on watches produced abroad‘ 
3. Products are homogeneous since they possess basic functions but the sellers tend to 
differentiate the watches. 
4. Sales activities are high as the vendors tend to create imaginary differentiation. 
5. Some established household names like Rolex can command strong control on 
pricing. 
% 
However, sellers generalUy adopt strategy to select a price range and a particular 
market segment which they choose to manoeuvre. And it is quite impossible for them 
to raise the price at will. 
Competition is strong in this monopolistic competition environment. 
Distribution Channels 
Broadly speaking, the distribution channels for watches in Hong Kong can be 
‘ segregated into: 
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1. Chain store 
Examples are Citychain of Stelux. The chain store only sells those watches owned 
by their group companies. In other words, the retail arm is set up as part of the 
manufacturer's goal to achieve full vertical integration. The advantage of having one's 
own chain store is that the company can better control the access to the target 
customers. Also, there will not be any competition from rival brands in the company's 
own retail shop. However, the company should have a few brands on board to justify 
the set up of its own retail chain. 
On the other hand, the cost of running a retail store is prohibitive. According to a 
survey，a shop has to sell 60 pieces of watch each costs in average HKD2(X) in order to 
breakeven. 1。This type of sales outlet does not seem appropriate for marketing higher-
margin watches. 
2. Department store 
Fred has recently set up a special counter in Seibu. In other department stores like 
Sogo, Mitsukoshi, counters are established to sell watches of various brands. This is a 
strategy to team up a brand with a outlet renowned for aiming at the high-end market. 
However, a drawback exists that there is generic competition besides the competition 
amongst different brands of watches. Customers visit department stores as they may be 
attracted by other merchandise as well. There is a possibility that a customer who 
plans to buy a $5,000 watch ends up taking a $3,000 watch plus a coat for $2,000. 
10. Wong. The Hong Kong Watch Market: 1986 Survey Report, p.39-40 
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3. retail watch shops 
There is no specific one can dominate the retail market. Shops in different locations 
serve different target market groups. In Central and Tsimshatsui, the shops sell high 
priced watches to cater for the higher income group or tourists. For those in the fringe 
areas like Yaumatei and Mongkok, the shops sell watches of lower price to 
accommodate the demand of general public. Therefore, careful selection should be 
made to ensure that the shops carrying the watches in fact service the right target 
market group. 
Another important component of distribution channel is the salesmen. Existingly, there 
is no special bonus scheme for the salesmen in the local watch shops. From our 
interview with Heniy Duong of the Company, it appears that it is very difficult for the 
stores to extend favouritism to a particular brand fearing creating disatisfaction of the 
established names like Rolex.，which enjoys strong demand from the rich. On the 
other hand, strong resistence is envisaged if the company wants to send sales 
representative to the shops for promoting their own brands. It may be more acceptable 
to resort to monetary incentive for those shops which achieve the highest sales 
turnover. 
In summary, the distribution channel is one of the areas of which the company has little 
control and may on the contrary affect the company's promotion effort. In Hong 




PRODUCT PROFTT .F 
Claude Montana watch is a new product not yet launched in the market. Therefore, it 
is not possible to comment on its features. However, it is useful first to look at its 
image perceived in the fashion world. 
Claude Montana As A Fashion Name 
People who are conversant with the fashion trend comment that Montana is a up-
coming brand name in France and Continental Europe. It concentrates on the ready-to-
wear fashion market. Also its clothes are well liked by those in creative professions 
like artists, architects, advertising executives and other city chics. This fashion house 
is renowned for designs with fun, bright/daring use of colour which contrast sharply 
with Japanese designers like Issey Miyake. The clothes are casual but with strong 
sense of character. The brand is also certainly not as outrageous as street-look hero, 
Jean-Paul Gaultier. On the other hand, it is not so mature like Giorgio Armani whose 
clothes are worn by executives in business world. In fact，Claude Montana is in the 
same market segment as Gianni Versace and Byblos. In Hong Kong, the fashion house 
has several boutique shops in Landmark in Central and Kowloon Hotel in Tsimshatsui. 
However, its popularity is not high locally as findings in our questionnaire suggest that 
, less than 20% of the respondents have heard of this brand name. Moreover, less than 
10% of the respondents have bought Claude Montana's clothes before. Hence, 
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emphasis should be put on promoting brand awareness in Hong Kong. On the other 
hand，as the majority do not have any established image of the brand name, the 
company can have a free hand of shaping the image according to its marketing strategy. 
Watch Product 
The Claude Montana watch will be a quartz watch, as opposed to a mechanical one, 
which is assembled in Switzerland. Quartz watches are usually less expensive since the 
movements are manufactured by machinery and output quantity is more abundant than 
hand-made mechanical movements. The price of the mechanical movement can be 3 to 
4 times higher than that of the quartz movement. The mechanical movements are 
usually used in high-priced watches. For normal designer name watches, quartz 
movements are used instead. In other words, by using quartz movements, the watches 
cannot possibly be sold at a price higher than those high-priced watches. However, the 
designer name watches are sold at a price not far below those expensive watches, 
(normally ranging from $4,000 to $12,000) as illustrated in our field survey on the 
retail price of fashion brands on sale in Hong Kong (see attached table in appendix). 
Also, we discovered the followings: 
1. Fashion-watch relation 
Only a few will consciously create an impression to the customer that the watch is a 
continuation of the fashion brand. Cartier and Dunhill may be the few exceptions. 
Others like Christian Dior, Pierre Cardin, Charles Jordan, Gianni Versace license the 
names of other manufacturers whose products are quite independent of fashion. 
, Gucci's watch is another typical example. Its price ($5,000) and selling channels are 
14 
totally different from the fashion house. Hence, these watches fail to capitalize on the 
established fashion name. 
Sometimes, the image of the watch may in turn affect the image of the fashion 
house. Guy Laroche in France is not a mid-low end fashion brand name for mass 
market. But in Hong Kong, the promotion tactics have shaped the image of the brand 
which is contrary to its market place in France. 
In summary, the owner of the fashion watch lacks communication with the fashion 
house. 
2. Design as selling point 
Porsche Design, Dunhill and Carrier promote their designs. However, they do 
emphasize whether the watch is Swiss made or not. This gives a clue that customers 
buying the watch look for the design/name rather than the intrinsic quality - precision 
or craftsmanship of the movement. Moreover, is appears that the sales of the fashion 
watches are in Hong Kong distributors who do not have the expertise nor set-up to 
provide after-sales service. 
3. Distribution channel 
Fashion watch does not have its own specialty store. Citychain does not mainly sell 
fashion watch as they only carry a few fashion names like Laura Biagiotti, Ellesse. 
Though watch is an important source of income to Cartier, it never opens any "watch 
centre" specializing in watch. Porsche Design and Bulgari put the watch together with 
their other products in their own boutiques. They prefer to display their items in 
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department stores or ordinary retail stores. On the other hand, a special counter in 
department store is a more popular strategy. Fred, Porsche Design and DunhiU all set 
up their own counters in the Japanese department stores. This is regarded as an 
effective way to reach their target customers. 
4. Advertising strategy 
There are a few TV ads promoting these fashion brands - Carven, DunhiU- while the 
commercials are mainly on those non-fashion brand watches. The fashion brands 
usually put up advertisement in magazines. 
From a coverage point of view, the advertising campaign for fashion watch is less 
severe than other brands. 
In summaiy^ the existing brand watches have not been attracting much attention and the 
competition is not strong. However, the competition from non-fashion brand watches 
is tense as they are closely substitutable. Based on the price-product table, we have 
stipulated the following matrix: 
competition | low-end | mid-range | high-end 
I $2000 or below | $2001-$7000 | $7001 or above 
fashion brand | strong 丨 strong | weak 
non-fashion brand � strong � strong ( strong 
The market does not have a high-end fashion brand who has strong link with fashion 
house and with good quality and after-sales service. It appears that it is the relatively 




The customer is defined as a local end-user of watch. This segregates the 
premium/give-away market, the demand from tourists or sales to China/overseas 
markets. The market of watch in Hong Kong is influenced by various demographic 
factors like income level，age, population size and the buyers' purchasing habit. 
From the population size viewpoint, the baby boom generation should be around 30-34 
years old by 1991. This is the largest age group accounting for 5.2% of the Hong 
Kong population.il On the other hand, the percentage of population attending the 
tertiary education has increased from 6,7% in '81 to 11.3% in，91.12 in terms of 
number, this represents a 96% jump from 249,000 to some 590,000 people. At the 
same time, people earning monthly income of $25,000 or over now occupy 3.4% of 
total population size compared to 0.3% in '81.(13) The information from Census 
Department does not give us exhaustive information. However, it is suffice to say that 
nominal income and education level of Hong Kong people have improved considerably 
over the last 10 years. 
11. Census and Statistics Department Hong Kong Government. Census Report 1991 
(Hong Kong 1992) p. 34 
12. Ibid. p.46 
13. Ibid. p.60 r 
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Buying behaviour of watch 
According to SRH's report in 1986 on watches owned, it seems that people with higher 
education or income level own more watches. 
category | occupation | education 
professional | others j university | others 
watch I manager | ] & above 
owned | executive � | 
None I 1% 16.5% | 2% 16% 
1-2 I 76% 77 % I 86% 79% 
3 or more j 23% 6.5% | 12% 5% 
category | monthly income 
watch 1 $15000 | below 
owned | & above [ $15000 
1 
i 
None I 0% � 7% 
1-2 I 82% I 87% 
3 or more | 18% | 6% 
Also a higher percentage of professionals, managers and executives possess more than 
14. SRH. SRH Media Index-Advertising Report 
' 3 watches. 15 As far as the age group is concerned, a higher percentage of people 
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between 20-24 own more than 1 watch (29%). 16 This age group should have reached 
26-32 by '92. 
� t e figure shows that watch is not regarded as merely a necessity item. People have a 
habit of selecting watch they wear for different occasions. According to our survey on 
customer behaviour, 74% of our respondents have this habit and 66% of them have 3 
watches or more though predominantly the watches they own are below $1,000. 
With regard to the next watch they intend to buy，there is no particular price range that 
is most favourable. In fact, those watches over $7,000 seem to be quite popular. This 
suggests that people are more willing to spend money on watches nowadays. In fact, 
Wong Kam-shing's survey on watch industry in 86 found similar result. Because of 
reasons like improving purchasing power and knowledge on brands, the survey found 
that "the more watches consumers own, the more likely they project a higher budget 
for a new watch•"� 
Concerning the factor affecting their choice of watch, the two main ones standing out 
are popularity of the brand and the classic look. It is interesting to know that people 
prefer classic look watch, suggesting that they are less attracted to strange-looking 
watch and prefer something basic. Another interesting point is that few would consider 




17. Wong. The Hong Kong watch market: 1986 Survey Report.p. 16 
19 
need to be repaired. Also they have 2-3 watches to choose and it is not usual for them 
to repair the watch when it breaks down. 
When people go out to buy a new watch, half of them will shop around and compare 
the features of various brands while half will not. And also the main factors prompting 
one to buy his last watch are to try new ones (34%) and impulse purchase (24%). 
Price reduction (8%) and influence of advertisement (2%) are said to be minor factors. 
This suggests that buying a watch is no longer regarded as an important issue - just like 
buying a shirt as opposed to a car. This is quite different from some 20 years ago 
when a watch was bought only for important occasions or as a precious gift. 
In short, buying a watch is no longer an important purchase and people tend to own 3 
or more watches (some even have more than 10 pieces). The price of watch they plan 
to buy next is quite mixed - either below $3,000 or above $7,000. And the factors 
influencing their selections are not so much the traditional ones - quality, precision. 
Rather it is the popularity of the brand and the classic look that influence them. It may 
suggest that people in Hong Kong still prefer something basic, not outrageous. Also 





Company is a production driven company with no particular department looking after 
the market rese^ch or product development. Company does not have any experience 
in marketing a brand. Previously, it has acquired Juvenia, Leonard watch and entered 
into licensee agreement to produce watches under the brand name of Carven and Perry 
Ellis. However, the company structure is still a production driven one. The marketing 
department handles the liaision work with the OEM buyers which provide some 30% of 
the company's sales. At best it is involved in designing the watches for customers' 
selection. The marketing department does not have any experience in planning, 
promoting or managing a particular brand. 
Therefore, when marketing the Claude Montana brand, it will work closely with the 
fashion house in Paris to formulate the design and strategy. However, in this analysis, 
we will treat the marketing plan of introducing the watch in Hong Kong as an 
independent one. 
On the other hand, the owner of the company, Mr. Yin, has long experience in watch 
manufacturing business. However, he is a low-profile businessman rather than a 
high profile local celebrity. This may not give him the benefit that Dickson Poon 
(Dickson group) or Samson Sun (Hong Kong agent of Citizen watch) enjoy in 
attracting public attention and helping the promotion work. From a financial point of 
view, the company is a local listed company. Therefore, it has the pressure to continue 
its business and profit growth to keep its shareholders satisfied in order to win their 
21 
support Hence, the company cannot afford to forego the short-term profit for a higher 
return in the longer term. However, it will have to take the company more than 1 year 
to develop a brand. Also the budget for promotion is not a small one - easily over 
$10m depending on the scale. As a result, there are factors affecting the company's 
decisions and limiting its choice of marketing strategies. 
On the other hand, the company's long tradition in manufacturing and its presence in 
Swiss watch-making centre, La-Chaux-Fond, are assets to the group. Not only can it 
provide better after-sales service but it can also control the supply of goods. If the 
demand is good，it can allocate more quota to Hong kong. But if the response is 
encouraging, it can stock up less, saving financial cost. The company's size is not a big 
one in terms of net worth. The management is not particularly well versed with 
product management. Therefore, it should adopt a * focused' strategy as pointed out by 
Michael Porter to concentrate its resources on a particular market segment when 
launching Claude Montana watch in the local market. If successful, it can promote the 




PRODUCT POSITIONING AND TARGET MARKET SELECTION 
1. Comparative advantage of the firm and the product 
As pointed out by Michael Porter, 
"Competitive advantage grows fundamentally out of value a firm is able to create for 
its buyers that exceeds the firm's cost of creating it. Value is what buyers are willing to 
pay, and superior value stems from offering lower prices than competitors for 
equivalent benefits or providing unique benefits that more than offset a higher price. 
Here，the major competitive advantage of Claude Montana, or its unique value, is that 
it is well liked by those trend-setters and is highly regarded by those fashion conscious 
people. At present, there is no other similar brand firmly establishing itself in this 
segment of watch business. Therefore, it is situated in a relatively less intense 
competitive environment which fits in well in this group of people's "value chain" 
The company's good experience in manufacturing does not help attracting customer. 
In our questionaire, good maintenance service is not the most important factor in 
influencing the watch selection. Though it is not used as a promotion feature in its 
18. Michael Porter’ Competitive Advantage. (New York: The Free Press, 1985) p.3 
19. Ibidp.130 
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advertising campaign, good after-sales service will eventually earn a good reputation 
for the brand. The watch industry is characterised by product differentiation and hence 
the cost leadership strategy is not suitable. On the other hand, differentiation strategy 
should be used, 
2. Product positioning 
From our field survey, we find that there are not many fashion brand names who make 
an effort to promote their own brand name watch，especially for those middle-upper 
price range brand watch. At least, there is no particular brand watch which attempts to 
associate the fashion name or capitalize on the popularity of the fashion name. The 
competition is less severe than at the lower end where Charles Jordan and Guy Laroche 
have established a strong hold. In middle price range ($2,000-$7,000), there are lots 
of brands like Christian Dior, Pierre Cardin. Though the promotion activities here are 
not too intense, it is less attractive in view of the number of competitors and the price 
range. 
In the middle to upper end, the room is more plentiful. Porsche Design is not a 
household name, Dunhill's design and workmanship are generally recognized but it is 
not a watch that people would be proud to own (32% disagree that it is a watch you 
would be proud to own and 28% have no comment). This middle-upper price range is 
a less crowded market segment and should have potential. 
r 
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For high end segment, there are established names like Cartier and new entrances like 
Gianni Versace. Also the market size of upper end fashion watch is smaller than 
others. Hence it is not justified to attack this market segment. 
From our questionnaire survey, the general impression of Claude Montana is that it is a 
•trendy’ designer label (53%). It is less associated with attributes like quality or 
comfortable. Therefore, the watch should capitalize on the characteristic of Claude 
Montana's fashion. The watch should be a trendy, eye-catching one with strong 
emphasis on design. Futuristic and modem design should be the key words to this 
brand watch. Though in our survey, eye-catching/avant-garde factor is not important 
(4%) for which people choose a watch and it is the classic look that people are after 
(34%), we can try to promote the brand name so that it become a very 
popular name or a watch those city celebrities would wear, or a watch much talked 
about. By increasing its popularity, it will certainly attract attention and demand as 
popularity is the second most important factor (22%) affecting people's purchasing 
decision. 
3. Target Market 
The target market age group should fall between 25-35 years old. Annual income 
should be $200,000 or above with more emphasis on those earning $400,000 p. a. and 
above. They should be professionals, middle-high level executives with graduate/post-
graduate education level. 
, The reason we include those earning $200,000 to $400,000 p.a. is that they may be 
young executives who have just come out of universities. They have the taste for 
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western designers' clothes but may not be earning a high income. However, they stiU 
may save up to buy a piece or two these expensive items to indulge themselves. Surely, 
as they move up the social ladder, they may become loyal customers. This strategy of 
including this segment is similar to the strategy of Credit Card issuers who give out 
credit cards to university students. 
Claude Montana appeals to those who have a taste for trendy and new things. The 
buyers are likely to be fashion conscious people and are aware of those fashion 
designers in Paris and Milan. They should have cosmopolitan mind, well adopted to 
Western style way of living and dressing. They acquire the taste, in one way or the 
other，through travelling in Europe, living in Europe (when studying abroad) or 
through contact with Westerners (those working in multinational corporations). They 
may have a good family background coining from wealthy families which can afford 
chances to travel, study abroad or increase their exposure to westernized style of living. 
On the other hand, they may come from less well off families, which is typical for 
those bom in 50-60s. They work hard and study hard to acquire professional status 
(lawyers, architects) or middle-upper management level of multinational corporations 
(like banks, advertising company, government). They studied in English grammar 
school and local British style universities or abroad. They could attain the present 
status only through studying hard under Western style education system. They have 
regular contact with foreign things and always have an open mind to accept new ideas. 
It is true that those earning $400,000 or those received Western style education may not 
find Claude Montana's design attractive. However, we find that: 
. 1. A reasonable percentage (35%) have heard about Montana's name comparing to 
31% of the population average. This indicates that they are more aware of brand. 
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2. Their expected budget for purchasing watch is more generous. 39% of them are 
prepared to buy a watch of over $7,000 comparing to the remaining sample of 27%. 
On average, 8 out of 10 people in that income group own watches which are over 
$7，000. This compare favourably to the fact that only 5 out of 10 people in other 
income group own watches of over $7,000. 
3. For those earning $400,000 or above and are prepared to pay more than $7,000 for 
his/her next watch, they prefer to have a European/Swiss made watch (40%) comparing 
to the 10% of the percentage of the sample. This suggests that these people are more 
conscious about the fact that it is from Europe/Swiss made and, taking one step further, 
the watch is designed in European style. 
4. For those earning $400,000 or above, 61 % have attained post-graduate education 
level and only 10% have not received any tertiary education. For those attaining post-
graduate education level，38% of them want to buy his/her next watch for HKD7,0(X) 
or more which is higher than the 31% of the remaining sample. There seems to be a 
correlation between education and income level to the purchase of higher priced watch. 
5. The income group of $400,000 and above only accounts for less than 3.4% of the 
working population. Therefore, it is much better to concentrate on only a relatively 
narrow market segment to promote the brand, especially those people who have heard 
‘ about the brand before. It is more cost-effective for the group to concentrate on a 
particular market segment. 
CHAPTER Vm 
COMPANY'S MTSSTON AND GOAT, 
To capitalize earnings growth through manufacturing and marketing of exclusive 
brandnames (company, through its own brandnames and a number of other brand names 
acquired, has secured sufficient marketing experience and distribution contacts to be 
capable to manufacture and market under license for renowned upmarket labels ). 
To strive for higher profit margins rather than high turnover because :-
-high turnover requires huge working capital and thus high financing costs which eat 
up bottomline profits ； 
-gradual erosion of profit margins in original equipment manufacturing (OEM) as the 
market meets with great competition from third-world countries which can secure cheap 
labour since the industry remains to be labour intensive ； 
Diversification from OEM business to reduce business risks ； 
Upgrade company's reputation and name in the international watch industry arena as 
the business becomes more internationalised ； 
CHAPTER IX 
MARKETING ORTF.rTTVFS� 
To make 'MONTANA' a well-known brand-name ； 
To make 'MONTANA' watch a much chased-after product by identified target group 
segment ； 
Minimum 2 % of target group would own a 'MONTANA' watch during the first year of 
launch in Hong Kong ； 
Tourists purchase to achieve 50 / 50 split in total sales with local customers in second 
year of launch ； 
It is believed that the objectives are achievable based on the follows :-
-starting mid-80s, Hong Kong people have increased their purchase of up-market 
watches due to growing affluence 
-growth of luxury-watch retail business has registered at approximately 20 % in years 
1989 to 1991 
-for 1991, Hong Kong luxury-watch retail business is estimated to worth HK$ 3,500 
million (unit price of watch at or above HK$ 10,000). It is projected that growth rate 
can be at 15 % per year 
CHAPTER X 
PRODUCT OBJRrTTVFS AND STRATF.GTF.S 
PRODUCT ORTP.rTTVFS� 
To create a good brand awareness for 'MONTANA' 
To make the target group 'like' MONTANA watch by instil in them the perception that 
the watch fits them wholly 
To create a differential advantage of 'MONTANA' watch to attract potential customers 
To fill the vacuum of potential customers' needs in watch so as to create market demand 
on �MONTANA, watches 
To position 'MONTANA' watch as a prestigious 'fashion watch' of superior quality 
PRODUCT STRATEGIES 
The market for brand-named watches in Hong Kong is competitive. There are some 
250 to 300 known overseas brand names plus locally created brands watches selling in 
the domestic market. Customers have enormous choices. To stand out from the 
numerous brands and be well-received by consumers, our watch must have a 
30 
weU-defmed market positioning basing on its attributes which match with the needs and 
preferences of the target market group. 
Basically, our watch should be of good quality and good design :-
-designed and produced in Switzerland using the company's plant at La 
Chaux-de-Fonds, Switzerland as workshop. Swiss made watches stand for quality and 
craftsmanship ； 
-design be distinctive - shape and style be unique yet look be futuristic yet elegant. 
Overall concept is ‘ Elegance out of Simplicity ‘ to give a comfortable and yet 
outstanding look. (Consumers put more and more emphasis on external appearance) 
- design be original yet creative to ride on the fashion of the day ； it may also be the 
trend-setter to lead in design of the future (a step-ahead over other competitors). This 
would find favour in the target group as they are bold enough to set the trend, to lead 
the market and at the same time to identify themselves as special (i.e. stand-out from the 
rest of the crowd ), a step-forward in fashion-sense and a superior taste to good and 
unique products. 
The watch should be positioned as an up-market fashion watch. Design represents 
image of the brand ； superior and outstanding design, coupled with appropriate 
promotion, and up-market image can be established. MONTANA, based in France, is a 
well-known designer in Europe. He belongs to the second-generation designer vis-a-vis 
Yves Saint Laurent, Christian Dior, Karl Lagerfeld etc. Product lines include fashion 
and perfume which are popular in Europe, America and Japan. Promotion can leverage 
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on the estoblished reputation and bring it to Hong Kong so as to facilitate a more 
impactful message. With this, MONTANA watch can then firmly estabUsh itself as an 
up-market fashion watch which can reflect the wearers' taste and social status associated 
with the brand-name. 
t 
The watch should be a reliable timepiece with horological precision. This can be 
achieved by producing MONTANA watch as a 'quartz-analogue' watch which can 
capitalize on accuracy, pricing and fashion. On the one hand, quartz watch is lighter in 
weight, has a thin body which adds premium to outward appearance compared with 
mechanical watch, and more stylish and fashionable in look. On the other hand, by being 
a quartz watch, it can avoid in direct competition with top-end mechanical watches like 
Vacheron Constantin, Audemars Piguet which have quite a loyal customer base. 
An 'identity' is to be established for the watch and at the same time, to 'imprint' 
this identity of the brand into customers' minds. This can be achieved by satisfying 
customers' preferences. Most of the customers that can afford to buy expensive watches 
would like the product to represent their status, to fit into their characters as well as to 
match with their living styles. If image of our watch is compatible with customers' 
needs, then it will find a lasting place in customers' choice. The ultimate aim is to 
associate quartz fashion watch to MONTANA just as mechanical watch to Rolex. The 
concept is to create a watch that speaks the mind, heart and soul of the wearers thus 
make it an indispensable item. 
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The watch should possess the attributes that would add utility and satisfaction for 
those who own/ wear it. It should be perceived as a valuable alternative choice for 
something special, an item that the owner would like very much. In this regard, design 
is again the fundamental basis. As consumers nowadays own more than one watch, our 
watch should be perceived as one that would fit into consumers' watch portfolio. The 
purchase should be out of likeness rather than of necessity. This again would help our 
watch to avoid competition with high quality mechanical watches which have found 
favour again with consumers who can afford to pay a high price for watches with 
movements based on traditional Swiss skills. 
CHAPTER XI 
PRICE OBTRrTTVFS AND STRATFrtTPS 
PRICE ORmrTTVFS 
People have grown in affluence. Household income registered good increase in the 
second-half of the 80s. Disposable income has increased. As such, people's propensity 
to consume increased and 'price' is no longer their primary criterion in purchase ； rather, 
people prefer and look for quality, status and self-identity they can derive from the 
product they own so as to attain a certain level of social recognition. If the product can 
meet the needs of customers, then strong sales would be realized and that a high premium 
to product cost can also be achieved. 
Our watch is to be priced as an up-market fashion watch because of its good 
functional quality, reliability, distinctive design and the prestigious and fashionable 
image it translates to the customers' who wear it. 
In order to maintain its up-market status by pricing and at the same time not to lose 
sales, our watch must achieve goodness in both 'hard' and 'soft' quality. 
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PRICE STRATFOTF^ S 
Basic factor in determining selling price is quality. Good quality commands 
appropriate high price. 
Our watch should be priced in the 'price range' that would be widely accepted by 
consumers in the target group for the quality and value that our product possesses. From 
our questionnaire research on our target group sample, their buying behavior for watches 
is either low-end (below HK$ 3,000) or top-end (above HK$ 7,000) . Based on the 
attributes of our watch, it deserves a top-end pricing. We decide to price our product in 
the range of HK$ 10,000.- to HK$ 15,000.- We believe that this price range offers 
good value for money as we are confident that the distinct features, unique yet elegant 
design and superior quality would be much valued by our target market. 
As our target group belongs to a sub-population of people who are highly educated ( 80 
% of our sample received tertiary education or higher ) � who belong to the high-income 
earners in Hong Kong ( over 80 % of our sample earn more than HK$ 200,000.- per 
annum ； more than 50 % of our sample earn more than HK$ 400,000.- per annum )，they 
would not mind to pay a high price if they perceive the product is value for money. A 
casual survey on the retail market of watches in Hong Kong has given the impression that 
virtually all watches which have positioned themselves as high-end products have price 
above HK$ 10,000.- Consumers generally associate high pricing with quality and 
prestige. Therefore, we believe the price range set would not price our watch to be out of 
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reach by our target group and would be within the affordability range of the target 
market. 
No discount would be offered for our watch. This should be the general policy and 
should not be sacrificed for the sake of boosting sales or to increase market share. This is 
supported through our observation in the market place. The principle is that if the 
product and its name are being perceived as top-end and prestigious，consumers would 
prefer to purchase more if no discount they know would be offered to the public; this 
would be a boost to their ego, a reflection of their social status and recognition. Good 
examples are products by 'CHANEL'. 
To preserve our watch in the top-market position, our product should be consistent 
in maintaining both 'hard' and 'soft' quality. By hard quality, this means actual quality 
of the product, its design, its finish, its durability and reliability. By soft quality, this 
means the image symbolized by the brand name, satisfaction possessed (this can be 
derived from status and recognition given to the person who wears it )�beautification 
(i.e. packaging) etc.. 
CHAPTER Xn 
PROMOTION OBJHCTTVRS AND STRATF.nTRS 
PROMOTION QBJECTTVRS 
To boost brand awareness 
To project image of the watch which should be compatible with the brand image 
To achieve maximum 'public praise' 
To achieve maximum reach/penetration on target market segment 
To reach expatriate communities 
To reach tourists visiting Hong Kong (tourists share 20 - 30 % of watch retail sales ) 
To achieve maximum publicity during the ’ new launch' 
PROMOTION STRATEGIES 
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Primarily，the name 'MONTANA' should be made aware to consumers and to build 
up an image as a high-quality，good taste, up-market and prestigious name. This can be 
done through mass media :-
-television advertisements 
一 newspapers / public magazines 
-in-house magazines (i.e. credit card, airlines, professional associations, private/ 
recreational clubs) 
-promotion in conjunction with up-market department stores (i.e. Lane Crawford) 
Promotion emphasis should be on styling and good quality of the visible part (to 
achieve product differentiation) rather than non-visible features such as accuracy (as all 
quartz watches are presumed to be of equal accuracy). This strategy is also in line with 
the shift in consumers' emphasis to outward appearances, what is appealing to their eyes. 
As the target group is high-income, highly-educated segment, promotion should be 
directed that these people can identify our watch with their social status. This can be 
achieved by sponsorship &/or participation in events in which this segment of people are 
involved. For example, events like the Hong Kong 10 Most Outstanding Young-Men 
Awards, 10 Most Outstanding Young-Industrialists Awards, Trade Development 
Council sponsored Young Designer Award etc.. 
Hong Kong has a tourist traffic of 6 million in 1991 and spent HK$ 1,730 million 
on watches and clocks. To reach this segment, co-operation be with Hong Kong Tourist 
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Association (i.e. advertisement in the guide-book for tourists published by the 
Association). ’MONTANA� is a name well-known in the world fashion market; 
therefore, brand awareness should not be a handicap for the tourist; rather, promotion 
should be on convenience in purchase and warranty with respect to after-sales services in 
their home countries. 
Hong Kong's expatriate communities are growing in size and this segment 
represents high-income households with high purchasing power. Promotion can be via 
the various club/association/community established for different races of the 
expatriates. For example, advertisement in their in-house publications &/or sponsorship 
in their various functions throughout the year. 
The impact of television advertisements is great. People would like to associate 
with their idols by trying to possess the items they own. Promotion direction would be to 
use celebrity &/or entertainment stars whose image, life-style, taste of products as 
perceived by consumers are compatible with the image and positioning of our watch. 
This may be of high costs; however, as most of these personalities are also very popular 
in the region, the advertisement can also be used in other countries with sharing in cost 
allocation. As such, a high quality shooting with great impact on audience can be 
achieved at reasonable costs. 
New launch promotion should be explosive in publicity and public awareness. 
Selected up-market department stores and watch shops can have a 'MONTANA' week to 
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promote the name and the watch. Various lucky draws and ribbon-cutting ceremonies by 
stars/celebrities would attract people's attention. Maximum coverage on various 
newspapers by necessary. Frequency of television advertisements be high at prime time. 
The event can be wrapped up by a 'MONTANA NITE'，Montana would be invited to 
visit Hong Kong with a grand fashion and variety show participating by well-known 
personalities. The show should also be televised live on televisions. We would use 
Montana himself to officiate the launch of the 'MONTANA' watch world-wide. 
CHAPTER X m 
SALES FORCE OBTFCTTVES AND STRATRGTF.S 
SALES FORCE OBJECTIVES 
Able to obtain useful and timely information from sales force on changes in consumers 
market; 
Sales force is able to promote the watch and consummate the purchase effectively 
To build up 'business partner' relationship for long-term mutual benefits 
SALES FORCE STRATEGIES 
Sales force in this case means salespersons of retail shops where the watch is sold. 
This group of 'front-line' people have direct encounters with customers and therefore are 
useful sources of information regarding consumers (i.e. purchase pattern, change in 
taste, preferences etc.). Therefore, close connection and working relationship should be 
established to achieve good and useful feedback. Sales force must be made aware the 
importance to listen to customers and what type of intelligence/information is useful for 
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marketing the product; information would have to initiate actions for better business 
opportunities. 
Sales force must be MOTIVATED to promote the watch ( a very effective 
promotion channel). This can be achieved through good 'incentive' system by way of 
(i) attractive commission given for each watch sold; (ii) premium/bonus commission to 
push more active promotion/selling. On the other hand, 'intangible' motivating factors 
have to exist like, for example, mutual trust / understanding, mutual respect / 
cooperation and commitment. This can only be cultivated through the identification and 
sharing of COMMON GOALS (i.e. sell of products with good earnings in the 
long-term. 'Long-term' mutual benefits are emphasized here as retailers should be made 
to believe that the watch is good to his business in the sense of the long-term potential to 
continue to make money; it is this belief that would secure a loyal and supportive 
retailer, who would be willing to stock and invest in your watch and with the best effort 
to promote the watch by way of good display ( non-parallel products around ) � 
enthusiastic verbal sales. 
Motivated sales force also has to be well-equipped to consummate the purchase 
with customers as : -
(i) the watch's target customers are of more sophisticated type, more educated, travel 
more and most informed; more important is that they know very well their right to be 
heard and the right to be informed (i.e. consumerism). As such, they have higher 
expectation on the person who serves them in the sales transaction; 
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(ii) consumers' choice, despite primarily beguiled by style and other factors like 
brandname, is usually consummated by influence through persuasion of sales person who 
has the product knowledge, the appropriate selling techniques at the point of sale. (The 
watch is more of a experience/credence product than search product) 
To well-equip sales force, sales personnels must be both knowledgeable and 
professional. This can be achieved through :-
(i) periodic 'conference workshop' to keep sales personnels abreast of latest 
development in the watch market; this ability would help much in convincing 
customers that they are dealing with a professional person. In fact, the purchase is to a 
certain extent the purchase of 'confidence'; 
(ii) invite front sales professionals to attend seminar to deeply understand the watch. 
Better product knowledge can make possible good response to customers' enquiries on 
the watch and therefore instils in customers confidence. On the other hand，sales 
personnels would (subconsciously) be more willing to promote the watch as it is a 
product that they know better. 
Other than formal communications, 'informal' communication is important. 
Knowledge on the market is necessary and the best approach is to personally get a 
feeling. For example, by giving personal visits to retail outlets would facilitate 
generation of new ideas, to get clearer understanding and bring out more accurate market 
information for re-formulation of new strategies, if necessary. 
CHAPTER XrV 
DISTRTBimON ORJF.rTTVES AND STRATEGTFS 
DISTRIBUTTON OBJECTTVFS 
The watch must be available for Viewing' within easy reach by target group 
Establishments for distribution must have image that is consistent with the watch 
Retailers be encouraged to stock-in the watch 
Convenient after-sales services 
DISTRIBUTION STRATEGIES 
In order to maximize the reach to our target group, distribution outlets should be 
conveniently located in (i) tourist district and (ii) commercial district. Areas include 
Tsimshatsui in Kowloon; Central; Admiralty; Causeway Bay in Hong Kong Island. 
Types of establishments to distribute the watch include :-
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(i) watches & jewellery shops 
there are about 50 retail outlets in Hong Kong which specialize in high-end, luxury 
watch market; the market is not saturated as super luxury items like Piaget, Patdk 
Philippe which are worth more than HK$ 100,000.- each are under-supplied to meet 
demand. MONTANA, which is created differently in concept and style but with equal 
positioning as high quality would represent a good addition to target group's portfolio for 
wearing in different occasions (i.e. a good value alternative item) 
retail outlets should be both reputable and reliable; product range should be 
up-market and of high quality. 
(ii) existing distribution channels of brandname products (i.e. boutiques) and 
up-market department stores (i.e. Lane Crawford, Seibu etc.) 
these establishments represent place where the target group would frequent and 
thus chance of their coming into contact with the watch increases; 
the environment gives a more relaxed feelings to potential customers versus the 
watch outlets where people are sometimes deterred to go in for viewing; 
(iii) specialty stores which carry a limited number of product types with all products 
catered only to their special target group 
the network disadvantage is overcome by closer rapport established with 
customers as exchanges of idea are high therefore a better understanding on target 
customer's preferences and tastes. 
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(iv) direct sales 
make use of 'leads' to reach target market from established channels. For 
example, members of private clubs (i.e. Royal Hong Kong Jockey Club, Golf Club, 
Country Club, Marina Club, American Club etc. ) can be reached through in-house 
bulletins / magazines. Expatriates communities also represent the target group and can 
also be reached by their community-news . This distribution channel can be augmented 
by promotional activities (i.e. sponsoring certain events) 
The watch will not be distributed through chain-stores despite a higher reach to 
customers in general. Reason is because products sold in chain-stores are associated with 
ordinary quality (i.e. lower-end products) and that there is usually a lack of required 
knowledge and tact of the sales personnels who are usually of young age. 
As tourists are a large segment of our target market, the watch must have very 
good after-sales services back in their home country (this represents a very good added 
attribute in tourists' purchasing decision) which, coupled with the relative price 
advantage in Hong Kong because of her tax-free economic set-up, would be a boost to 
tourist sales. As Asia Commercial has the right to produce and market on world-wide 
basis, this support on after-sales services should represent little problem through 
collaboration with distribution agents elsewhere in the world. 
Another important point relates to distribution strategy has something to do with 
producer/retailer communication and relationship. In order to give a well-start and good 
impression by retailers, initial orders should be closely monitored to avoid 'over-stock' 
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situation as this would be very 'discouraging' to retailers. However, effective 
communication channel has to be established to ensure a smooth supply of stock as and 
when required on a timely basis. 
Lastly, relationship with retailers would also indirectly affect effectiveness of 
distribution, that is 'parallel product' effect. If a mutual trast and common identification 
of benefits exist between producer and retailer, then the problem can be overcome. 
CHAPTER XV 
CONTROL 
System of control is required to monitor whether objectives set are met. To achieve 
this, information is required. Input of information is principally from whether actual 
result meets with target &/or budget set. This can be evaluated from various perspectives 
• 
-degree of change in awareness after the advertising campaign (survey can be done on 
sample of target prospects to compare with the results before the campaign) 
-monthly monitor of sales vis-a-vis budget set; gather the information, leam about 
special attributes for periodic evaluation of strategies to see if an modifications are 
necessary. 
Effective communication channels have to be established between retailers and 
manufacturers to enable timely input on market situation and selling performance. 
As a new launch，advertising plays an important role to promote brand awareness 
and to effect an impactful image on target prospects. In this connection, the project is 
concluded by a skeleton outline of possible advertising plan with citing of mix of media 




Researh results reveal that MONTANA has relatively low awareness amongst target 
prospects. Thus, the task of the advertising campaign is to elevate the awareness of 
MONTANA brand name among consumers by projecting an impactful image, unique 
from other fashion watches yet preserves good look and quality. 
Ac^ygniging Olpj^ ctive 
1. To increase brandname awareness of MONTANA whilst turning it towards preference 
by identifying a credible and unique positioning based on product attributes and relate 
them to real consumer benefit; and to execute the strategy in an impactful way. 
2. To convey the feeling to our target consumers that MONTANA watch is able to 
satisfy their desires to be unique and be recognised yet is perceived as persons of good 
taste. 
3. To convince target consumers that MONTANA watch totally matches with their 
social status and represents an item to be valued by those who know the difference and 
appreciate fine products. 
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THE ADVERTISING MUST BE DIRECT WHILST REMAINING CONSISTENT 
WITH THE OVERALL PRESTIGE OF THE WATCH. 
Target Market 
Demographics : Age Mid 20s - Mid 30s 
Sex Both 
Personal Income Upper-middle to high (above HK$ 200K) 
Psychographics: TREND SETTER (NOT MIND TO BE UNIQUE) 
TASTE FOR FINE PRODUCTS 
SELF-CONFIDENT 
The primary target market are Hong Kong based professionals &/or executives. 
However, tourists visiting Hong Kong are also major watches purchasers and are to be 
exposed to the advertising. 
Positioning Statement 
1. How Target Consumers Perceive MONTANA Now 
MONTANA is a name low in awareness by consumers. But for those who know the 
name, MONTANA is perceived as high-quality, trend-setting, futuristic. 
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2. Hqw Target. Consumer Will Perceive MONTANA. After the Advertising C^mp^ipn 
MONTANA is a unique fashion watch with high quality and futuristic design. A 
watch that goes hand-in-hand with the wearer into the next century. An item well-
loved by those who have good taste and also bold enough to set the future-trend in 
personal outfits. 
Advertising Stratepv 
To promote brandname awareness in an efficient manner, TV campaign is 
unavoidable. Our TV campaign can inject the image, which we want MONTANA to 
be，into consumers' mind within a comparatively short period of time. 
Parallel with TV advertisements should be advertisements in a mix of other media 
(i.e. newspapers, magazines, vertical publications ) so as to maximize the effective 
reach of our target prospects. 
Below-The-Line Promotion Concept can be adopted if so thought fit to project 
goodwill (i.e. sponsorship to Community Chest, fashion show, community awards etc.) 
Media Selection 
A media mix of English TV, Chinese TV, English Dailies, Chinese Dailies, 
weekly and monthly magazines and cinema advertisements is recommended. The aim is 
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to ACHffiVE OPTLMAL COVERAGE, CREATE BRAND AWARENESS, ENSURE 
MAXIMUM EFFECTIVE REACH OF TARGET PROSPECTS. 
English Dailies, English TV are effective in reaching our target prospects having 
the highest Concentration Index (Source: SRH Media Index 1991). The relatively high 
propensity of our target prospects to be reached in these two media implies low wastage 
factor. 
Chinese Dailies and Chinese TV can reach 60 % and 50 % respectively of our 
target prospects. (Source: SRH Media Index 1991) and thus should be included. 
However, we prefer effective reach (one which has higher concentration index) over 
mass reach and consequently those which deliver high concentration of the target should 
be given priority. 
As fashion watch, publications with leisure editorials, general interest magazines 
(for either men or women or both) are given priority over publications with news or 
business editorials. (The Readership Profile in attachment offers a good selection of 
publications for consideration). 
Vertical magazines (i.e. special targeted publications) are included to reach 
specific segments which are prime prospects of MONTANA watch. Recommended 
vertical publications include :-
-Amcham (American Chamber of Commerce, 8000 copies) 
52 
-Britain in Hong Kong (British Chamber of Commerce, 7500 copies) 
-The New Gazette (HK Law Society，4000 copies) 
-The HK Accountant (The Society of HK Accountants, 5500 copies) 
-The Securities Journal (The Stock Exchange of HK，13000 copies) 
-Hong Kong Post to reach Japanese business in Hong Kong, 5000 copies 
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APPENDIX 1 
F I N D I N G S O F O I T E S T T O N N A T P E O N T A P H F T NPOTTP 
PRODUCT 
74 % of target group sample would wear different watches for different occasions (Q 3). 
This corresponds with response on (Q 1) that 90 % own 2 watches or more implying that 
they can afford to match watches to various occasions. 
72 % of respondents saying that design, brand popularity and precision are among the 
most important criteria in their watch selection process. 
t 
The name ‘ Montana' is not that well known among the respondents implying brand 
awareness is low in the target group. Nevertheless, of those who have heard of the name, 
the majority associate the brand as 'trendy' which is compatible with the image that the 
fashion brand wants to bring forth. 
In responding to attributes that describe the 4 watches in the questionnaire (Q 14 to Q 
33), most respondents do not have clear-cut identification regarding attributes to the 
brand name watches namely DunhiU, Porsche Design and Charles Jordan. Nevertheless, 
they tend to agree that higher-priced brand-name watches (i.e. DunhiU, Porsche Design) 
have relatively better craftsmanship, design and after sales service that lower-priced 
brand-name watch (i.e. Charles Jordan). With respect to higher-priced Rolex, a 
i • 
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well-known name as a valuable timepiece，respondents' majority view on product 
attributes is good worksmanship, high-price，good after sales services and prestige. 
PRICE 
Watches owned are at price level of two ends, either lower-priced ( < HK$ 3,000 ) or 
high-priced ( > HK$ 7,000 ). (Q 2) TMs corresponds with the situation that people tend 
to wear different watches on different occasions. For example, lower-priced casual/sport ‘ 
watches would go with their weedend and outdoor relaxed activities whejeas high-priced 
ones would go with working/formal events. 
With respect to next purchase (Q4)，it corresponds with (Q2) in that 34 % would 
purchase watches of over HK$ 7,000 (high-priced) whereas 44 % would purchase 
« 
watches of below HK$ 3,000 (lower-priced) further confirming that people tend to wear 
different watches for different occasions. Moreover, it also reflects that respondents are 
not much deterred by watch price in their purchase. 
PROMOTION 
46 % of respondents said they learned about the brand of watch they bought from 
recommendation of Mends or the watch itself is a household name; followed by 34 % 
through newspapers and advertisements in magazines. Implication is that quality of the 
watch itself is a powerful promotion tool; when the watch is of good quality and design, 
publicity works through public praise and word-of-mouth. On the other hand, 
newspapers and magazines have good reach to consumers vis-a-vis television. The 
4 -
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reason is that most people read newspapers/magazines daily and this might not be applied 
equally to television as far as our target group sample is concerned. 
D I S T R T B U T T O N 
80 % respondents had their last watch purchased at watch store (that is, watch retail 
outlets that run independently). Department stores are the second-placed venue for 
purchase. The reason for the little transaction consummated in specialty chain store can 
be attributed to the fact that the watches sold there are of low-end with lower target age 
group which falls beyond the preference/buying habit and age-range ( 90 % of 
respondents are over 25 years of age ). 
« 
DEMOGRAPHY 
92 % of respondents are above 25 years of age. 74 % fall into 26 to 35 age category. 
Male and female respondents are in 60 / 40 split; this reflects working males are more 
than working females. 
82 % of respondents are having annual income of over HK$ 200,000.- whereas within 
which more than 60% earn more than HK$ 400,000.- per annum. 
Respondents are in 50 /50 split in marital status as single and married persons 




We are working on a marketing project regarding launching a new brand watch in 
Hong Kong. We would like to ask a few questions which will only take you about ten 
minutes to complete. We thank you for your assistance. 
QUESTIONNAIRE 
1. How many watches do you have? 
Nil - 2% 
Ipc - 10% 
2pcs - 22% 
3pcs - 22% 
4pcs - 26% 
5pcs - 4% 
6 pes and above - 14% 
2. How much did your watches cost at current retail price? 
1. below $1,000 L6 pes per person 
2. $1,001 to $3,000 1 pes per person 
3. $3,001 to $5,000 O pes per person 
4. $5,001 to $7,000 OA pes per person 
5. $7,001 or above 0J_ pes per person 
3. Do you wear different watches for different occasions? 
1. Yes 74% 
2. No 26% 
4. Which price range will you look at when selecting your next watch? 
1. below $1,000 22% 
2. $1,001 to $3,000 22% 
‘ 3. 3,001 to $5,000 12% 
4. $5,001 to $7,000 10% 
5, $7,001 or above 34% 
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5. When selecting a watch, which is the most important factor apart from price 
consideration? (choose one only). 
1. precision 16% 
2. maintenance service 2% 
3. popularity of the brand 22% 
4. classic look 34% 
5. avant-garde / eye-catching look 4% 
6. European / Swiss made 10% 
7. it goes with the fashion 12% 
/ clothes you bought 
6. Where did you first learn about the brand of the watch you bought? (choose one 
only) 
1. newspaper / magazine ads 34% 
2. TV ads 20% 
3. watch promotion campaign 0% 
4. recommended by friends 46% 
/ household names 
7. Where did you buy your last watch? 
1 • department store 12% 
2. watch store 80% 
3. specialty chain store 2% 
4. mail order 6% 
8. How many watches did you buy for the last year? 
No -52% 
Ipc - 38% 
2pcs and above - 10% 
r 
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9. What prompted you to buy the last watch? (choose one only) 
1. impulse purchase 24% 
2. to match the clothes 10% 
3. old one has broken down 22% 
4. to try a new one 34% 
5. influence by ads promotion 2% 
6. price reduction 
7. match the peer group Q% 
10. Do you normally compare the features of various brands (of similar price range) 
before buying? 
1. Yes 50% 
2. No 50% 
11. Have you heard of the fashion brand Claude Montana? 
: 1. Yes - go on to question 12 34% 
2. No - go on to question 14 66% 
12. Have you ever bought Claude Montana's clothes? 
1. Yes 35% 
2. No 65% 
13- Which of the following best described Claude Montana's fashion? 
(choose one only) 
1. eye-catching 17% 
。 2. pricy 11 % 
3. good quality 6% 
4. reputable 11% 
5. comfortable 0% 




『lea^ evaluate each attribute in terms of how vividly the attribute describes the watch 
brand to you personally by placing a ’ tick, in the appropriate box. 
Dunhill 
Strongly Agree Neutral Disagree Strongly 
Agree Disagree 
14. Price is so 
expensive that 
only a few could 10% 38% 26% 20% 6% 
afford. 
15. Good workmanship 6% 52% 34% 2% 6% 
/high precision 
16. Attractive design. 8% 46% 36% 6% 4% 
17. Good after 6% 22% 62% 8% 2% 
sales service. 
« 
18. A watch you 
would be , 6% 24% 28% 32% 10% 
proud to own. 
Porsche Design 
Strongly Agree Neutral Disagree Strongly 
Agree Disagree 
19. Price is so 
expensive that 
。 only a few could 8% 42% 34% 10% 6% 
afford, 
20. Good workmanship 2% 32% 58% 4% . 4% 
/high precision. 
21. Attractive design。 4% 44% 38% 10% 4% 
i ‘ 
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22. Good after 0% 12% 76% 12% 0% 
sales service. 
23. A watch you would 4% 20% 46% 24% 6% 
be proud to own. 
Charles Jordan 
« 
Strongly Agree Neutral Disagree Strongly 
A �� Disagree 
24. Price is so 
expensive that 
only a few could 0% 8% 26% 50% 16% 
afford. 
« 
25. Good worjonanship 0% 14% 58% 26% 2% 
/high precision. 
26. Attractive design. 2% 24% 54% 18% 2% 
27. Good after 2% 16% 62% 20% 0% 
sales service. 
28. A watch you would 0% 6% 48% 36% 10% 
be proud to own. 
° Rolex 
Strongly Agree Neutral Disagree Strongly 
Agree Disagree 
29. Price is so 
expensive that 




30. Good workmanship 38% 48% 8% 0% 6% 
/high precision. 
31. Attractive design. 6% 22% 44% 22% 6% 
32. Good after 24% 34% 38% Q% 4% 
sales service. 
33. A watch you would 22% 48% 22% 0% 8% 
be proud to own. 
< 
34. Your age 
1. below 21 0% 
2. 21-25 8% 
3. 26-30 38% 
4. 31-35 36% 
\ 5. 36-40 14% 
6.41-45 4% 
7. 46 or above。 0% 
35. Sex 
1. Male 60% 
2. Female 40% 
36. Annual Income 
1. below $100,000 2% 
. 2. $100,001 to $200,000 14% 
3. $200,001 to $300,000 14% 
4. $300,001 to $400,000 14% 
5. $400,001 to $500,000 12% 
6. $500,001 to $600,000 22% 
7. $600,001 or above 20% 
i ‘ 
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37, Marital Status 
L Married 50% 
2. Single 50% 
3. Divorced 0% 
4. Widow / Widower Q% 
38. Education Level 
1. secondary or below 8% 
2. matriculated 12% 
3. post-secondary / graduate 38% 
4. post-graduate 42% 。 





Summary of Interview With Henry Duong, Director of Asia Commercial Co Ltd. 
Time: 7 Jan 92 
Place: At his office 
Contents: 
1. He is of the opinion that the demand in local market for brand watches isjiot 
saturated though there are some 200 watch brands in the market. 
2. He aims to position Montana as an up-market watch with Futuristic Look 
3. As for pricing, the watch will be sold at HKD12,000 per piece. However, co also 
wants to capture lower market segment by offering a price of HKD4,000 per piece. 
4. For Promotion, the watch will first be launched in France in March 92 as it is better 
、 known in France. Endorsement strategy will be used in its promotional campaign. 
« 
I 香 港 中 文 大 學 圓 書 转 殺 書 
i • 
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Appendix 4 ： Effectiveness Comparison Among Media 
Prof / Mgr / Exec / 
, Adults 20+ Trader / Prop Cone Index 




Any Chi. TV 95 76 80 
Any Eng. TV 11 38 345 
‘ Any Chi. Daily 77 73 95 
Any Eng. D^ily 5 28 560 
Any Chi. Comm. Radio 23 19 83 
Past Week 
Any Chi. TV Wkly 10 5 50 
Cinema Going 11 15 136 
MTR Travelling 49 70 143 
KCR Travelling 13 18 138 
Any Listed Fortnightly 5 3 60 
(Past fortnight) 
Past Month 
Any Monthly 6 18 300 





Appendix 5 ： Effectiveness Comparison Among Newspapers 
Adults PME / Cone 
20+ Trade Prop Index 
Potential Universe 4,012 289 * ('000) 
% % 
Express 2 2 100 
HK Daily News 4 3 75 
HK Econ Journal 2 5 250 
‘ Ming Pao 10 17 170 
Oriental Daily News 33 26 79 
Sing Pao 20 22 110 
Sing Tao Jih Pao 4 6 150 
Sing Tao Wan Pao 2 4 200 
SCMP 5 26 520 
Tin Tin Daily News 13 8 62 
« 





Appendix 6 : Effectiveness Comparison Among Media 
Product; � 
I ' � • : 
�� 
Adults Male/Femalg^ Cone 
• 9± aged 20-34 Mthly T n d � 
f : : W T S 1 5 _ + � 
^Potential Universe 
t � 0 0 0 ) : • 4,994 90 
i , % % 
. • e 
Chi, TV (Yesterday) 94 56 60 
_ T V B j " a d e \ 90 55 61 
� o m e . :、 47 : 22 . . . 47 
^ n V E n g , TV (Yesterday^. 17 ” . 306 
I P V B - P e a r i — n � ^ ^ S ? 
P | T V ^ W o r l d - 5 .30 600 
、 i ^ v Listed Chi. Daily (Yesterday) 73 • ^ ^ 
Listed Eng. Daily (Yesterday) 5 • 38 7gQ 
fAny Listed Chi. TV Wkiv . 14 : 6 43 
^|Past Week) “ 
^ n y Listed Chi, General Interest 11 9 30 
m M y (East Week) 幅 
P^ny Listed Fortnightly 6 4 (； 
|(Past Formight) 
^Ariy.-Listed Monthly (Pasr Month) 7 is 25' 
u l ^ y Chi, Comm. Radio 23 20 8: 
|(Yesterday) 12 8 6' 
13 10 T 
|r-CR-II 
I•.�-
^Cinema Going (p.w,) 10 22 22丨 
I � -
W., .. • 
Source: SRH Media Index 1991 
j 
ft ^ . • . . I 
p ^ Wti' 1 
6 7 Appendix? ： Specialised/Vertical Publications 
Pub� �cation Frequency Target Editorial � , • • 2C Cost 
Circulation (hKS、 
Amcham Monthly Members of the Business news 8 200 
American Chamber of Official publication ， 
Commerce in Hong of Amcham 
Kong 
^ritain in Bi-Monthly Members of the House magazine 7 5 0 0 19 n ^ 
Hong Kong British Chamber of (business) ， 19，050 
Commerce & related 
persons/bodies 
y e New Monthly Official Magazine for Professional news, 4 000 13490 
G紅ette members of the HK legal columns, life ， 
Law Society style 
« 
T h e H K Bi-monthly Accountants News / information 5 500 n om 
Accoimtant , for members of HK ， ， 
Society of 
Accountants 
The Securities Monthly Official publication of Stock market data, 13 000 20 000 
Jo虹nal The Stock Exchange analysis of overseas ， ’ 
(Chinese / of HK, for stock exchanges, 
English) owners and investors commentaries, 
investment guides 
Hong Kong Twice Weekly Japanese in HK News, interview, 5，000 8,991 
Post. local Jap. functions, m p 2C) 
‘ ( J a p a n e s e ) TV guide 












































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































Field Survey of Prices of Watches in Hong Kong 
Household name Fashion 
Category watch specialist designer brand 
Price (HKD) 
« 
Below 700 Swatch, Octo Durffee 
701-1500 Seiko, Citizen, G Laroche, Charles Jordan， 
Enicar Carven 
1501-3000 Cyma, S. & Titus Carrera, Coureges, EUesse 
,3001-5000 Universe Geneve Christian Dior, P. Cardin 
‘ Raymond Weil, Rado, Biagiotti, Leonard 
Longines， S T Dupont, Nina Ricci 
Lanvin, Yves Saint Laurent 
Pierre Balmain, Oscar de la Renta 
5001-7000 Tudor,Technos Gucci, Karl Lagerfeld, Leonard 
7001-10000 Omega Givenchy, Hermes, Philip Chamois 
Fred， 
10001 above Rolex，Ebel, Piaget, Gianni Versace, Cartier, Bulgari 
Baume et Mercier Porsche Design, Dunhill 
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